
FOSTERING PLAYFUL BEHAVIOUR 
AT MUSEUMS USING MOBILE APPS
Sora, Carles* · Ribas, J. Ignasi · Freixa, Pere · Soler-adillon, Joan 

TOWARDS A NEW ANALYTICAL FRAMEWORK FOR 
ENGAGING MUSEUM EXPERIENCES USING APPS 

A SUMMARY OF RELEVANT PLAYFUL FRAMEWORKS FROM DIFFERENT FIELDS
SEARCHING FOR COMMON APPROACHES AND SHARED INTERSUBJECTIVITY ELEMENTS 

FUTURE WORK

1. ADD DIFFERENT PERSPECTIVES TO THE FRAMEWORK TAKING ADVANTAGE 
OF MOBILE CAPABILITIES FOR MUSEUM’S CONTEXT

2. TEST OUR ANALYTICAL FRAMEWORK WITH SEVERAL APPS FOR MUSEUMS 
WITH QUANTITATIVE AND QUALITATIVE METHODOLOGIES
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WHAT ARE MUSEUM’S 
MAIN OBJETIVES?

1st MOST POPULAR INSTITUTIONAL OBJECTIVES FOR 
A MOBILE EXPERIENCE: 2011–2013.

UNDERSTANDING THE MOBILE V&A VISITOR REPORT 2013

NEW AUDIENCES

SMARTPHONE OWNER GROWTH
2010 = 30%
2012 = 71%

MOBILE APP ANALYTICS OF TATE MODERN 2013

MAGIC TATE BALL APP 
40% OF TOTAL APPS DOWNLOADED

UNDERSTANDING THE MOBILE V&A VISITOR: AUTUMN 2012

WHAT KIND OF TECHNOLOGY
ARE MUSEUMS OFFERING?

AMERICAN ASSOCIATION OF MUSEUMS 2014

Museum audio-only 
tour device

Cell phone 
audio tours

Smatphone applications

Nothing

HOW PEOPLE SPEND THEIR
TIME WITH MOBILES?

NIELSEN: THE DIGITAL US CONSUMER FEBRUARY 2014

86% WITH APPS 
14% ON WEB 

MONTHLY MOBILE TIME SPENT 

US: 34H:21MIN 

UK: 41H:42MIN 

68% LEISURE AND SOCIAL 
(32% GAMING) 

USING MOBILE WHILE WATCHING TV

49% 

“GAMIFICATION IS FOCUSED ON ADDING GAME DESIGN ELEMENTS IN NON-GAME CONTEXT”

“MEANINGFUL GAMIFICATION IN AN INFORMATION-BASED SPACE CAN PROVIDE STIMULUS 
FOR BOTH THE INTELLECTUAL SIDE AND THE EMOTIONAL SIDE OF A PARTICIPANT.”

gamificationinteractive and game designpsychology and learning

Nicholson, 2012
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